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Empirical Research on the Factors Affecting of Enterprise’s Brand
Competitiveness Based on the Consumer’s Point of View
Limao Yang, Lei He1
1College of Business, Hubei University, Wuhan ，430062, China
Abstract: Brand competitiveness is a basis for long-term survival of an enterprise. It can bring long-term interests for
enterprise. The academic research on brand competitiveness mainly focuses on the concept of brand competitiveness, the
formation mechanism and evaluation indicators, and these are all achieved some results. On the basis of previous studies,
from the view of a consumer, authors try to analyze the factors which affecting the brand competitiveness and to propose the
dominant factors which affecting the competitiveness of the brand. In an attempt to improve the practical significance of
research on factors affecting brand competitiveness, and to rich the relative research on factors affecting the competitiveness
of brand.
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1. INTRODUCTION
The purpose of brand research is to enhance the enterprise's brand competitiveness. Research on the factors
affecting brand competitiveness is a key part of Brand competitiveness Analysis. To sum up, domestic scholars
to study this issue mainly from two aspects of starting, first, from the macro level, the second is the micro-level.
Bing Hongyan and Xu Keenan is representative of the macro-perspective scholars. Bing Hongyan analyzed
the factors from three aspects; these aspects are industry competitive, enterprise elements and the brand itself.
[1]Xu Jinan started from industrial and social environment.proposed the internal-based factors, including
marketing rehouses (product/price/promotion/distribution) and enterprise resources (system, management,
technology, human capital and entrepreneurs, innovation, corporate culture) .the external-based factors (Industry,
government policies, education and culture, strategic alliances. etc.)[2]
In recent years, the microscopic point of view account for the majority. Those researchers believe that the
brand competitiveness be affected mainly in two dimensions. The first dimension is the basic strength of
corporate, such as Product quality of service, technology, business skills, management capacity, human
resources; the second dimension is the effectiveness of brand communication. Mainly include the consumers’
perception of brand images and the channel capacity of providing products and services to customers. Yu Ming
Yang etal (2006) thought that the brand value, brand innovation, brand quality control, brand marketing, brand
communication constitutes the five aspects of brand competitive factors.[3] Hu Da Li et al (2007) pointed out
that the brand competitive effects by the four elements, these are basic elements, it composed of product
performance, quality and other indicators; Form factor, refers to the name, trademarks, etc; Support elements,
including management capabilities, financial strength, human resources, etc; Also strengthen elements,
including public relations, advertising and after-sales service.[4]
The latest research is more concerned about the brand itself, focusing on the brand continuity and
development factors (Rather than starting from the business, describing the factors should have to maintain
brand strength). Among them, the brand culture is proposed as a very important factor. This phenomenon
indicates that cultural factors attracted more attention from Business and academia. Shipeng Li and Han Furong
(2008) summed up the factors as brand market power, brand innovation; brand culture and brand
leadership.brand culture here emphasize the Integration of business outlook, values, and aesthetics into the
brands. [5] Jin Xuemei (2008) was more emphasis on the link between brand and corporate image, and the brand
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elements can be summarized as brand strength, brand management, brand development and brand sales force. [6]
Jiang Jing Ping (2009) thought that cultural competence is the dominant factor. Cultural competence here is to
emphasize that an enterprise must establish a distinctive brand philosophy, brand image and brand personality.
Brand is an independent entity, not just a business vassal.[7]
Although researches on influence factors of brand competitiveness are rich and multi-angle. Most scholars
simply listed these factors. According to the importance, the ranking of these factors is another part of our
concern. This paper is dedicated to this, using empirical research methods, based on the consumer perspective;
try to analyze brand competitive factors, then to figure out the dominant factor.
2. THEORETICAL MODEL AND ASSUMPTIONS OF BRAND COMPETITIVENESS FACTOR
2.1 The theoretical model
Brand profitability is the outward manifestation of the brand competitiveness; it refers to the ability to
profit in the market. Brand development capacity reflects the ability of the persistence of a brand; it is subject to
many factors.[8] Branding capacity explains whether a brand's image in the consumer consciousness is achieved
the desired or not. Brand support capacity emphasis on the resources needed to maintain the brand conditions.
Brand awareness capacity shows whether the target brand on the market won the social acceptance and
customer satisfaction.
Based on the literature analysis, the authors selected market share, customer loyalty and brand image as a
measurement of the dependent variable indicators. Market share is an indicator of great importance; it reflects
the company's competitive position and profitability to a large extent. Brand loyalty is the core of brand value,
repeatedly showing bias behavior of the brand in the consumer purchase decision. [9]Brand image and brand are
inseparable; it reflects the consumer's overall evaluation and brand awareness
Figure 1： Brand competitiveness indicators.
2.2 Research hypothesis.
Based on the above findings, we propose the following hypothesis：
H1: Based on the consumers’ point of view, the stronger the brand profitability is, the stronger the brand
competitiveness will be.
H2: Based on the consumers’ point of view, the stronger the brand development capacity is, the stronger the
brand competitiveness will be.
H3: Based on the consumers’ point of view, the stronger the branding capacity is, the stronger the brand
competitiveness will be.
H4: Based on the consumers’ point of view, the stronger the brand support capacity is, the stronger the
brand competitiveness will be.
H5: Based on the consumers’ point of view, the stronger the brand awareness capacity is, the stronger the
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brand competitiveness will be.
3. STATISTICAL ANALYSIS OF THE QUESTIONNAIRE.
3.1 Theoretical model
The selected indicators not only can well reflect the content of brand competitiveness, but also very
representative. They formed by the Brand patents, brand anti-risk capability, brand development index, brand
innovation, brand influence on the industry standard, brand loyalty, entrepreneurship, brand gross margin, return
on invested capital brand, brand sales margins, integrated media brand force, product quality, customer
satisfaction, brand quality and safety, brand image, brand association, brand preference, brand premium, brand
recall, brand market coverage, brand market share, brand perceived quality, brand perceived risk, enterprise
resource support capabilities, brand reputation, brand awareness, brand culture, brand sales density. In order to
verify this hypothesis, based on the above 28 indicators, we implemented a factor analysis, reliability and
validity testing and the establishment of structural equation modeling.[10]
We conducted a questionnaire survey of those interviewed to obtain data. The survey questionnaire is
divided into two phases, The first phase of the research we conducted a pre- research, It began in May 5, 2011,
ended in May 20, 2011, Research was mainly targeted at graduate students、undergraduate students and MBA
students in Hubei University, it conducted by e-mail and fill in the questionnaire in the classroom, We
distributed 100 questionnaires, 83 questionnaires were eventually effective. The response rate was high, the
original data were satisfactory. The second stage is the formal research. The survey was conducted in June 1,
2011, ended in June 15, 2011. This survey is random and anonymous. Consumers of different ages, different
sexes, and different income are the object of this investigation, this time we distributed 200 questionnaires, and
159 questionnaires were eventually effective.
Table1: KMO and Bartlett's test.
We use spss13.0 for factor analysis, using the pre-survey data collected. The table is the results of
pre-survey data KMO value and Bartlett test of sphericity, from this table we can see that KMO value is 0.710,
greater than 0.5, we can also see in the Bartlett test of sphericity, significance level of Statistics is significantly
less than 0.01, indicating that statistical data is suitable for factor analysis.
Table2 After the rotation of five factors on the load value table.
Load factorKrone
Bach
coefficient
Factor Factors
1 2 3 4 5 6 7
The total profit
margin brand 0.900 0,123 0.018 0.029 0.089 0.000 -0.174
Rate of return on
invested capital
brand
0.812 0.069 0.110 0.049 0.092 0.000 -0.033
Brand sales margin 0.779 0.138 0.116 0.083 0.122 0.185 0.204
0.860 F1Brand profitability
Power of
integrated media
brand
0.554 0.432 0.158 0.000 -0.003 -0.019 -0.389
Brand patent -0.088 0.798 -0.114 0.103 -0.023 0.057 -0.022
Brand innovation 0.192 0.666 0.269 0.111 0.125 0.213 0.017
Brand of anti-risk
capability 0.176 0.650 0.247 0.100 0.021 -0.267 0.222
Brand growth
index 0.381 0.645 0.202 -0.082 -0.099 -0.126 0.092
Brand influence on
the industry 0.369 0.513 0.376 0.114 0.172 0.080 0.051
0.802 F2
Brand
development
capacity
Entrepreneurship 0.478 0.506 0.180 0.032 -0.102 0.082 0.102
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Enterprise resource
support force 0.097 0.477 0.118 0.184 0.452 0.085 -0.222
Brand association 0.190 0.145 0.814 -0.153 0.097 0.018 0.043
Brand preference -0.310 0.370 0.627 -0.153 0.071 0.130 -0.124
Brand Culture 0.255 0.075 0.583 0.423 -0.031 -0.177 0,191
Brand premium 0.273 0.300 0.525 -0.261 0.067 0.110 -0.036
0.698
F3
Branding
capabilities
Brand recall 0.155 -0.106 0.446 0.225 0.374 0.230 -0.308
Product quality -0.038 0.035 -0.117 0.722 0.164 -0.033 -0.217
Customer
Satisfaction 0.060 0.142 0.012 0.673 -0.226 0.238 0.0150.604
F4
Ability to support
the brand Brand quality and
safety of power 0.134 0.117 -0.079 0.644 0.401 0.062 0.082
Brand awareness 0.072 -0.054 0.142 -0.082 0.032 0.841 0.036
0.624 F5Brand cognition Brand reputation 0.056 0.124 -0.051 0.308 -0.001 0.768 -0.05
Market share 0.837 0.103 0.125 0.073 0.191 -0.055 0.103
Brand loyalty 0.758 0.183 0.081 0.132 0.054 0.224 0.1830.785
Y
Brand
Competitiveness Brand image 0.737 0.150 0.082 0.176 0.311 0. 247 0.150
According to the rotated factor loading values, and reliability testing of the questionnaire, we finally named
five factors, that is, brand profitability (F1), brand development capacity (F2), branding capacity (F3), and brand
support capacity (F4), brand awareness capacity (F5). We also removed a number of indicators, Mainly based on
" indicators ‘factor loading value should exceed 0.5 in one dimension, while of the loading values in the rest of
dimensions must not exceed 0.4"
．3 2 Confirmatory factor analysis
As a statistical analysis, confirmatory factor analysis was used to process survey data. It is testing whether
the relationship between a factor and its own measure items are consistent with theoretical expectations. By
using LlSREL8.70 for confirmatory factor analysis, the basic situation of the final measurement model is
summarized as follows:
Table3: Basic measurement model.
Latent variable Observed variables Standardized load factor t-value
F11 0.91 14.77
F12 0.84 13.01F1
F13 0.61 8.64
F21 0.63 8.23
F22 0.70 9.47
F23 0.68 9.09
F24 0.80 11.34
F2
F25 0.72 9.87
F31 0.76 10.02
F32 0.62 7.94F3
F33 0.78 10.50
F41 0.73 7.94
F42 0.88 6.44F4
F43 0.88 6.42
F51 0.82 12.51
F5
F52 0.79 11.76
Y1 0.87 13.49
Y2 0.76 10.87Y
Y3 0.80 6.64
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We can see from the basic situation, the standardized load factor all achieved the desired and passed the T-
test. Goodness of fit index is as follows: Degrees of Freedom = 71; Minimum Fit Function Chi-Square = 121.93,
Comparative Fit Index (CFI) = 0.96, Non-Normed Fit Index (NNFI) = 0.95, Root Mean Square Error of
Approximation (RMSEA) = 0.064; It shows that the measurement model and the goodness of fit are in the
acceptable range.
．3 3 fitting results of Structural equation model
Structural equation model is a multivariate statistical technique, the basic principle is to assume a causal
relationship between the latent variables, and potential variables are a linear combination of significant variables.
By verifying the significant covariance between variables, we can estimate the coefficients of the linear
regression model, then test whether the assumed model is appropriate.by confirming this, we can say that the
relationship between latent variables is reasonable.
Tabel4 :Basic path model test results.
The above are results of path test and T test. We can see from it, Brand profitability, brand support capacity,
brand awareness capacity affect brand competitiveness in a significant and positive way. Assumption H1, H4,
H5 is obtained support. While the brand development and brand building capacity does not have a significant
impact on brand competitiveness, so we reject the H2 and H3. According to the path coefficients, brand
profitability have the greatest impact on brand competitiveness, the brand awareness capacity ranked second, the
brand support capacity ranked third.
4. CONCLUSIONS AND COUNTERMEASURES.
4.1 Conclusion of the study.
This paper focuses on empirical studies of brand competitiveness. The following are the conclusions
(1)Building a rich theoretical foundation by using a large number of previous research achievements and
proficiency in the concept of brand competitiveness
(2) Proposed theoretical model of brand competitiveness‘s influencing factors
(3)The relationship between brand competitiveness and the other factors has been discussed. These factors
include the brand profitability, brand development, brand building, brand support, brand cognition
(4).This paper designed a metric questionnaire and field survey data collected samples. In order to validate
the model of scientific rationality we use statistical software spss13.0 factor analysis of data and reliability test.
(5). Paper uses structural equation theory, the models and assumptions made by exploratory factor analysis
and model fitting, and ultimately identify some of the factors with the role of brand competitiveness
relationship.
(6) In this paper, the importance of factors affecting the competitiveness of the brand are classified,
analyzed the impact of competitive brands to primary and secondary factors.
4.2 Business strategies to enhance the competitiveness of the brand.
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4.2.1 To establish a good quality management system and have good crisis manage capacity.
Good brands need good quality management system as a safeguard. There are three elements to establish a
good quality management system. [11]The first part should begin from the raw materials ,grasp the purchase
channels, strict implementation of quality standards, the raw materials which does not meet the quality
requirements should  not be accepted; the second part from the production process control, strict manufacturing
processes for processing in accordance with the production, strictly control the defect rate and the failure rate;
the third component, link quality testing, quality inspection for the link, must not be overlooked, which is to
grasp the quality of the last line of defense, companies wishing to brand bigger and stronger, it cannot be too
short-sighted, in quality Inspection link pushing boundaries.
4.2.2 To effectively engage in marketing campaigns, while focusing on the customer’s evaluation after purchase.
Enterprises should make full use of various marketing initiatives to strengthen their brand image.
Advertising, media, public advocacy, promotion, celebrity effect can become effective measures, In addition, the
establishment of CIS system can highlight the elements of the brand's personality, in this way , brand will stand
out and Quickly get brand recognition. [12]However, Establishment of brand image is far more than that,
marketing campaigns will make a brand famous, but it Can never solve the problem of maintaining the brand,
The key to maintain a good brand is to put more emphasis on the consumer’s evaluation, especially the
evaluation after purchase, Such thinking not only can maintain good customer satisfaction, but also helps
improve product performance, better brand recognition and customer loyalty.[13]
4.2.3To strengthen the brand operations, enhance brand value.
The profitability of the brand is not simply a number, this part is the most fundamental part of the core
business ability, In order to enhance brand value, we must start from the brand's profitability, it is not just a
guarantee, but the essential part for the continuation of the brand.
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